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of the more efficient concerns, while the bulk of smaller and less efficient middlemen grope about in the dark doing their buying and selling largely by guess.
Second, consumers are not united on the variety basis into local retail units properly federated under one comprehensive wholesale system. Hence adequate and dependable information regarding both current and prospective demand is not being gathered by any single organization where it might be compared with equally accurate supply information. Instead, consumers are dealing with vast numbers of exceedingly small and for the most part, relatively unintelligent and inefficient private retailers who are the farthest possible from federating into an organization capable of measuring demand correctly. The most efficient retailers ascertain demand facts as far as possible and use them as a means of meeting competition from the less informed retailers whose inability to gain these facts comprehensively obliges them to operate in a purely hit-or-miss, hand-to-mouth manner.
Under present conditions the mass of commodities is produced and consumed in response to prices which cannot be reached on a scientific basis because the machinery does not exist for obtaining sufficiently accurate supply and demand facts. As a result, the misfortunes attending alternating short supply or oversupply in the form of excessive consumer prices or of depressed prices to farmers are unavoidable until greater coordination is worked out among local middlemen on both consumer and farmer ends of the marketing system.
In the mean time, efforts have been made by groups of different kinds of middlemen handling various commodities to bring order out of chaos by the establishment of clearing houses for information and trade relations, or, in other words, to provide trade and commodity exchanges. Thus the various "boards" for specific products as butter, cheese, grain, cotton and other commodities are the Clearest approximation